An international sample of 2754 selfies uploaded to Instagram that form part of the Selfiecity (www.selfiecity.net) research project (selfies originating from Bangkok, Berlin, London, Moscow, New York, and Sao Paolo) were examined to assess the existence of facial prominence differences in depictions of males and females and the variability of facial prominence among cultures. Results show that gender stereotypical bias resulting in greater facial prominence in depictions of men is present in selfies. The control of image creation and selection for publication by the persons presented in the images do not diminish this gender based bias. Also, when gender is controlled, significant differences exist in facial prominence among different cultures. Comparisons with various socio-cultural indicators indicate possible correlations of gender stereotypical bias to self-expression values, freedom of choice, people's influence on government's decisions, protection of freedom of speech and people's influence on issues in the professional and communal environment. This research does not find a correlation of gender based bias in selfies with gender equality or inequality measures among cultures.
Introduction
The selfie, defined as, "a self-portrait photograph of oneself (or of oneself and other people), taken with a camera or a camera phone held at arm's length or pointed at a mirror, which is usually shared through social media" [1] has become a widespread form of self-presentation in recent years. According to a survey from February 2014 Pew Research [2] 26% of all adult U.S. citizens had shared a selfie on a social networking site, while 55% of people aged 18-33 had shared a selfie. Selfies differ in a variety of ways; previous studies address distinct aspects, such as cheek side prominence [3, 4] , photo filter usage [5] , or the number of people in the photo [1] or address the holistic coding schemes of selfies [6, 7] .
One previously unstudied, but potentially meaningful aspect of selfies is their variation in facial prominence, i.e. the ratio of the head to the total visible body including the head in the depiction of a person. Facial prominence in selfies is relevant because the degree of facial prominence has a variety of consequences for social perception. Studies have consistently shown that persons depicted with higher facial prominence are perceived as more dominant [8] [9] [10] , ambitious [8, 11, 12] and assertive [10, 11] than persons with lower facial prominence. a1111111111 a1111111111 a1111111111 a1111111111 a1111111111 nations or national studies (and also consequently countries) are not the best units for studying cultures, they are usually the only kind of units available in comparative contextual research. Therefore, in this research we are also using country and culture interchangeably.
Universality of face-ism. The first cross-cultural study of face-ism was part of a seminal paper on face-ism [11] , which found face-ism bias in periodicals from all the 11 countries or regions included in the study (Chile, England, France, Federal Republic of Germany, Hong Kong, India, Italy, Kenya, Mexico, Middle East, Spain and U.S.A.). Based on this evidence, Archer and colleagues [11] proposed that face-ism is found across different cultures, i.e. that it is universal. Other studies reported that differences were not significant [14, 23] . In an information technology context, Prieler [24] compared the face-ism index on online dating sites in South Korea, Japan, Sweden and the United States and found that face-ism was present in only South Korea and Japan. Konrath, Au and Ramsey [25] investigated face-ism in 25 countries based on photographs of politicians found on official web sites. Face-ism bias was identified in only 15 countries, and 3 countries showed higher face-ism index for women [25] . The same research yielded the paradoxical finding that face-ism was more pronounced in more gender equal cultures [25] .
These mixed results in other media stimulated us to check Archer's assumption in the context of selfies. Hence, we formulated the second hypothesis as follows:
H2: Face-ism bias is culturally universal in selfies posted on the social network platform
Instagram.
Cultural differences in face-ism index scores. Besides face-ism as a phenomenon related to differences in display influenced by the gender of the person presented, intercultural research reveals one more aspect of facial prominence. Facial prominence is measured by faceism index, which is the ratio of the distance from the top of the head to the bottom of the chin, divided by the distance from the top of the head to the lowest visible part of the body. In comparing results from various countries, the face-ism index varies from country to country [11, 18, 25] .
However, previous research on this topic is scarce. Smith and Cooley [18] tried to explain these differences using Hofstede's dimensions, but researchers in general agree that Hofstede's masculinity index cannot explain face-ism [24] . Research on stereotypical depiction of men and women in television advertisements from Asian, American and European countries shows that gender stereotypes can be found around the globe and that comparative studies involving different countries are needed [21] . Additionally, advertising research shows that even in the same country advertisements targeting people from different cultural backgrounds depict human bodies consistent to the cultural differences in gender role expectations [26] . Also, a comparison of Facebook profile pictures between East Asian and American Facebook users shows marked cultural differences in context-inclusive styles versus object-focused styles [23] . Because the differences are present in other media or other types of online presentation, we formulated the third hypothesis as follows: Socio-cultural indicators. Since previous research was not productive in the search for an explanation of intercultural differences, we explored two novel paths. We compared the faceism effect size among countries from our sample with several indices derived from the World Value Survey (WVS) [27] . The survey studies human beliefs related to economic development, the progress of democratic institutions, the rise of gender equality and the efficacy of government. It was conducted in more than 90 countries with a sample average of 1200 respondents per country, covering more than 90% of the world population. Inglehart and Welzel claim that there are two major dimensions of cross cultural variation in the world, and they derived two major indices from WVS variables to score the countries [28] . The first dimension is Traditional values versus Secular-rational values. Secular values dissociate people from external sources of authority. The second dimension indicates emancipative values, which are Survival values versus Self-expression values, where Self-expression indicates freedom of choice and equality of opportunities. In our research, we assumed that the emancipative values would be particularly salient in expressing the potential for explanation of facial prominence differences, since the components reflect tolerance for foreigners, variety in sexual orientation and gender equality.
Additionally, we checked how face-ism effect size might relate to the human development index (HDI) and gender inequality measures (GII), as measured by the United Nations Development Programme [29] . The programme understands development in terms of the richness of human lives and not sole by economic wealth. The GII reflects how women are disadvantaged in empowerment, economic status and health.
Due to explorative nature of this part of the research, we have not formulated any hypothesis. Instead, we have tried to answer a research question: 
Method

Sampling
We used data from the Selfiecity research project, where all the selfies are publicly available on the project's website www.selfiecity.net [30] . Initially, they collected 808,000 photos from the photo sharing social network site Instagram, involving six cities around the world (Bangkok, Berlin, London, Moscow, New York and Sao Paolo). The selfies of users from Bangkok, Berlin, Moscow, New York and Sao Paolo were collected from December 5 through December 11 2013, while the selfies of users from London were collected from September 21 through September 27 2015. During various stages of their sampling process (for details see [30] ) they recruited Amazon Mechanical Turk workers to examine and exclude any photos that were not selfies. Researchers then re-examined the selected photos and excluded additional errors. The final set contained 640 photos for each city, 3840 photos altogether. We analysed this final dataset, and after applying selection criteria (see below), our total sample (N = 2754) included 1944 female selfies (71%) and 810 male selfies (29%). Authors of the Sefiecity project fully complied with the terms of service of the website Instagram from where they collected the images.
Measures
Face-ism index. Facial prominence is operationalized as face-ism index-a ratio of two measurements [11] : (1) the numerator is the distance from the top of the head to the lowest point of the chin and (2) the denominator is the distance from the top of the head to the lowest visible part of the body in the photo. The index can range from 0, when there is no face depicted, to 1, when only the face is depicted without any other part of the body. The face-ism index was measured with ImageJ 1.50e software (National Institute of Health, USA).
When the body axis of the person depicted in the photo was tilted, prior to measurement the photo was rotated until the body axis was at right angles to the horizontal axis. Following Archer et al. [11] , in cases when parts of the head were masked by clothing (e.g., with a scarf, cap or hood), hairstyle, beard or hands, location of the top or bottom of the head was estimated by the coder.
Gender. The gender of a person depicted in the photo was determined based on genderrelated visual attributes of the face. A subset of the photos was coded by the two coders and there was no disagreement between the coders.
Sociocultural measures. Measures tested for correlation with differences in face-ism index scores and face-ism effect size among countries were taken from the two sources, namely WVS and UNDP. From both sources, results from the last available wave at the time of this research (year 2014) were used in this study:
Indices derived from WVS variables [27] : SACSECVAL: this indicates overall secular values ranging from 0 (the most sacred values), to 1 (the most secular values); variable referring to devoutness to the parents, respect for authority, and national pride, the importance of religion, religious practice, and the respondents' self-perception as religious or not, the relativism towards cheating and bribe, and scepticism toward armed forces, police and the court.
RESEMAVAL: this indicates emancipative values ranging from 0 (obedient values), to 1 (emancipative values); it is calculated from 4 sub-indices (described below): AUTONOMY, QUALITY, CHOICE and VOICE.
AUTONOMY: indicates attitudes toward independence, imagination and obedience as important values for children.
EQUALITY: indicates attitudes toward equality of women and men with regard to jobs, the importance of education and political leadership.
CHOICE: indicates whether homosexuality, abortion and divorce could be justified. VOICE: indicates the top priorities of the country with regard to aims such as people's influence on government decisions, protection of freedom of speech and people's influence on issues in the professional and communal environment.
All those sub-indices range from 0 to 1. For the theoretical basis and further details about the construction of indices and the corresponding methodology, see [28] .
Indices taken from the UNPD survey [29] : HDI: the human development index, reflects the average achievements of countries in three basic aspects of human development, which are as follows: leading a long and healthy life (measured by life expectancy at birth); being knowledgeable (measured by mean years of schooling) and enjoying a decent standard of living (measured by gross national income per capita). HDI reflects the results of a country's national policy choices about human development.
GII: the gender inequality index, measures gender inequalities in reproductive health (measured by the maternal mortality ratio and adolescent birth rates), empowerment (measured by the involvement of females in government and female education levels), and economic status (measured by the labour force participation rate). GII shows the gender gaps in major areas of human development.
Both indices range from 0 to 1. For details about the calculation of HDI and GII, see Technical notes in the UNDP report [29] .
Selection criteria. Photos were selected using the following criteria based on Archer's guidelines [11] (Selection criteria in italics are the original Archer's criteria. Our additional criteria, which are adjusted to specifics of selfies are printed in normal font.):
Only one person is depicted in the photo.
2. The photo is a selfie, i.e. it was taken by the person in the photo.
3. The photo is not blurred.
4.
The photo contains no "co-subjects" (e.g. animals, objects or landmarks) or hand gestures.
When there were multiple photos of the same person, only the first photo in the dataset was
selected; others were excluded.
6. The gender of the person depicted was unambiguous. Whenever gender was ambiguous, the given photo was excluded.
7. The whole face was not covered.
The aim of these criteria is (a) to enable reliable coding, and (b) to include only photos where the depicted face-to-body ratio was an arbitrary decision of the author [11] and was not restricted by the presence of other "co-subjects" (e.g. a person depicted alongside a monument).
Inter-coder reliability. To measure inter-coder reliability of the face-ism index, an additional coder independently coded 60 randomly selected selfies (10 from each city). Calculated inter-coder reliability was high, Krippendorff α = .99.
The second coder also determined the gender of a depicted person in the same subset of selfies. There were no differences in determining the gender between the coders.
Data analysis
To test differences in the face-ism index of selfies between men and women from all cities together and for each city separately, independent t-tests were conducted.
The Shapiro-Wilk test of normality, Q-Q plots and histograms were used to check for normality of the face-ism index data by city. Levene's test was used to test homogeneity of variance between cities, and Welch's ANOVA was used to test the significance of mean differences. The Games-Howell post hoc procedure was used to determine which pairs of cities differed significantly. Significance was tested at the .05 level.
Results
Gender differences in face-ism index
The overall mean face-ism index is higher for men (M = .6214, SD = .19) than for women (M = .5767, SD = .18). The difference was significant t(1397.42) = 5.616, p < .001, r = .15, Cohen's d = .30. Levene's test indicated unequal variances (F = 11.32, p = .001).
Cultural differences in face-ism
The face-ism index differed significantly between men and women in some cities, while the difference was not significant in other cities as presented in Table 1 .
An analysis of variance (ANOVA) was used to examine differences in face-ism index scores between the cities included in this study. The Shapiro-Wilk test of normality indicated that the data at α < .05 level were not statistically normal. However, both the histograms and Normal Q-Q plots suggest approximately normal distributions for all cities. The Levene's F test indicated that homogeneity of variances was not met, F(5, 2748) = 4.47, p = .001. For this reason, the more robust Welch's F test was used and yielded statistically significant differences in the face-ism index between the cities, F(5, 1250) = 36.57, p < 0.001, ω 2 = .06. Owing to unequal variances, the Games-Howell post hoc procedure was used to determine which pairs of cities differed significantly. The results of post hoc analysis are presented in 
Socio-cultural correlates of face-ism
Next, we analysed the relation of face-ism to some potentially relevant measures of sociocultural context. Correlations of the face-ism index measured as a mean value of facial prominence by city, and presented in Table 2 
Discussion
Our results tend to support Archer's initial findings that facial prominence of male faces can be found around the world and in different media. Even in selfies, where a person takes complete control over the image taking, editing and posting on public media, the phenomenon is still present. Hence, our first hypothesis is confirmed.
Facial prominence in male versus female selfies show no statistically significant differences in Moscow, Bangkok and especially New York; hence, our results do not statistically confirm Archer's hypothesis on intercultural universality of the effect (H2), and therefore our H2 should be rejected. Of course, it does not mean that face-ism in those areas is non-existent. Nevertheless, it should be noted that the effect trends in the same direction as in the other three cities where face-ism was confirmed with statistically significant results. In all cases, it should be noted that the effect size is rather small. When comparing our results with similar research on face-ism online, we found that image taking and posting behaviour in selfies shows results similar to those for self-selection of images for online profiles [18] . Also, control over the selection of images for professional use, as in the case of university professors and German politicians [19] , retains gender-stereotypical differences. It seems that control over image taking, selection, editing and presentation does not mitigate the greater facial prominence of male faces in the images, and selfies are not an exception.
When comparing selfies' face-ism with other characteristics of selfies, our results show that face-ism does not exaggerate gender-stereotypical representation, as has been found in other selfie content analysis. The analysis by Döring et al. [20] of Goffman's gender display categories shows that selfies are more gender stereotypical in content compared to images in printed magazines.
One potential explanation is the complex nature of the selfie phenomenon. A difference in facial prominence is thus not related only to gender stereotypes. It is indeed present in contexts of gender inequality, researchers should also try to link the variation to cultural differences, even if the results are somewhat contradictory [25, 31] . However, bias in facial prominence is also present in other contexts of inequality in social status, such as race and minority discrimination [9] or occupational status [14] . The stance toward the subject matter discussed by the particular medium is another source of diversity in facial prominence [15] . These influences could affect differences in facial prominence among groups and introduce some confusion in the understanding of the gender stereotypes present in face-ism. In our opinion, one more factor should be taken into consideration in relation to selfies, a factor which could influence the relative manifestation of face-ism. Because selfies are produced by the subject depicted in the image, the content composition is influenced by technology as well as by body limitations and the sensorimotor coordination skills of the author [32] . Therefore, even when selfies exaggerate gender stereotypical display in other aspects, such as Goffman's gender display categories, face-ism would not necessarily resonate with those findings.
In seeking an explanation of why face-ism differs from country to country, we examined how effect sizes of face-ism resonate with well-established measures of sociocultural contexts. We explored several possibilities and compared face-ism effect sizes from the set of cities included in this research with HDI and GII from the UN Development Programme [29] and World Values Survey indices: SACSECVAL, RESEMAVAL and its components AUTON-OMY, EQUALITY, CHOICE and VOICE [27] . Since the sample size of only 6 cities is very small, it was not possible to calculate statistically significant correlations; however, when comparing Pearson's and Spearman's correlation values, two indices stood out. It seems that the index reflecting emancipative values (RESEMAVAL) and especially its component VOICE do have some potential for explaining differences in facial prominence bias. In addition, the RESEMAVAL component CHOICE shows potential for future research. These findings should not be a surprise because emancipative values strengthen people's desire for democracy, while enhancing human agency, and they are the single most important factor in advancing the empowerment of women [28] . However, GII from the UN Development Programme does not resonate with face-ism in selfies. It is a measure of gender inequality based on gender-based differences in life expectancy, education levels and economic empowerment. This resonates with WVS's EQUALITY index, which indicates gender equality in jobs, politics and education and which also shows no correlation with face-ism.
In relation to the third hypothesis, our results show statistically significant differences among the cities, and post hoc analysis shows that some cities are more alike than others. Therefore, we can confirm that variation in face-ism index scores differs from country to country (H3). However, the explanation for this difference is not straightforward. When comparing our results to those of Smith and Cooley [18] , for example New York and Sao Paulo display the results opposite to those from previous research. We explored several possibilities and compared the face-ism scores with HDI, GII, SACSECVAL, RESEMAVAL and its components. Our results do not indicate that mean face-ism index scores correlate with those measures. One exception might be the WVS's CHOICE index (r s = -.46, p = .35). This index reflects values marked by tolerance of homosexuality, abortion and divorce. It seems that people in more tolerant environments tend to express lower facial prominence. However, this question remains open for explanation and future research.
Besides some inconclusive results, another limitation of this study is related to the study sample. Even though there is no doubt that the sample is of a high quality and very systematically prepared [30] , it has two constraints. The first problem is that only large and quite globalised cities are included. Further research should also involve non-urban populations and smaller cities, to gain a more balanced picture of specific countries included in the study. Another limitation, despite the fact that the cities were selected across the globe and cover a variety of cultural backgrounds, is that the data is available for only a few cities, one from each region. Future studies should include selfies from more cities and other countries, too.
The moderating role of the season/weather has not been taken into consideration in this research. Most of the cities included in the sample (New York, Berlin, Moscow and Bangkok) are located in the northern hemisphere; therefore, the photographs were taken in winter, during cold weather, while in Sao Paolo, which is in the southern hemisphere, the photographs were taken in summer, and during warm weather. The photographs in London were taken in the autumn. Involvement in various activities could influence the face-ism index; therefore, it is possible that seasonal conditions could influence the scores.
Selfies are used in online environments and thus also in intercultural communication settings. Therefore, future research should explore the influence of differences in facial prominence on impression formation across disparate cultures. While previous research revealed the consequences of facial prominence for different groups within one cultural setting, we hypothesise that differences in the face-ism index among several cultural backgrounds could potentially affect the perception of selfies from other cultures, even when there is no indication of previous bias based on stereotypes.
We can conclude that facial prominence bias is present in selfies, notwithstanding control by the subjects-the authors of the given self-portrait images. It is a complex phenomenon and is not related to gender stereotypes alone. For example, it remains an open issue whether sensorimotor coordination skills influence facial prominence work in the same direction as the reduction in gender inequality among participants from a specific cultural environment. Therefore, future research in face-ism theory should take into consideration the multifactor nature of facial prominence. Validation: Tadevž Ropert.
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